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Introduction 
During the decades preceding the financial crash in 2008, many urban areas 
experienced significant regeneration, illustrated by population gains and new development in 
their urban cores. Many urban areas experienced growth for the first time in decades, reversing 
a decades-long trend of residential and commercial exodus to the suburbs.  Clearly, downtowns 
are appealing to people and businesses in new ways. On the heels of the downtown housing 
renaissance of the early 2000s, downtown is back on retailers’ radar after years of focusing 
predominately on suburbs and exburbs.  However, real challenges to locating retail downtown 
continue to exist—on both the supply and demand side.  While retailers are aware that 
opportunity exists downtown, they often choose not to pursue urban locations for many 
reasons, primarily driven by uncertainty about performance and execution of stores that are 
outside their traditional suburban model.  On the demand side, while many consumers readily 
proclaim they would like to shop downtown, their daily actions suggest either a lack of 
conviction or lack of downtown shopping opportunity. The number of people living downtown 
is increasing, but the numbers are relatively small compared to those living in the suburbs. 
This paper seeks to understand why downtown retail remains sparse, and what—if 
anything—should be done to catalyze downtown retail. We will start with a brief history of 
what’s been going on in downtowns in the past few decades.  Across the country, cities have 
attempted to reinvent their downtowns, many of them focusing first increasing jobs downtown, 
then focusing on building downtown housing, with the idea that commercial development will 
follow people who work and live downtown. The financial crisis of 2008 hit just when many 
downtowns were gaining traction in downtown living.  How and when the next step—attracting 
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downtown retail—will occur remains largely uncertain given difficulties in credit markets and 
with the retail business in general.  
Next, we will report on the current status of retail site selection from the perspective of 
the retailers themselves. How do they pick where to locate stores? What is their decision-
making process? This portion of the report will draw primarily from secondary research sources 
within the field.  
After looking at how retailers decide where to locate stores, we will analyze consumer 
attitudes and preferences regarding where they shop: downtown, in suburban shopping 
centers, and online. This portion of the report will be based on a survey I designed and 
deployed myself. The questions were based on a survey conducted in 1955 by C. T. Jonassen at 
Ohio State University entitled, “The Shopping Center versus Downtown: A Motivation Research 
on Shopping Habits and Attitudes in Three Cities.”  Many of my questions were inspired by the 
Jonassen survey, but have been updated based on economic and demographic changes over 
the past 50 years; additionally, all the Internet-based questions are entirely new.  
Finally, this report will conclude with recommendations on best practices to reinvigorate 
downtown retail. Its primary finding is that policy adjustments are needed: both internal 
retailer company policies and federal, state, and local public policies. Retailers need to adjust 
their location decision-making. Public policy makers need to rewrite public policies to better 
support downtown retail, rather than continue to give the advantage to suburban shopping 
centers. 
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Recent Developments in Downtown Living and Retail 
Before we can look at downtown retail, we need to understand a very important trend 
going on in downtowns over the past several decades: downtown residential living. In recent 
past, downtown residential development has been one of the most successful tactics for re-
inventing downtown. As part of this effort, cities and developers have attempted to create a 
vibrant, “24-hour” downtown in order to instill life into besieged main streets and business 
districts.  In order to do this, downtowns have built upon and promoted existing downtown 
attributes that support residential use, such as “architecturally interesting buildings, waterfront 
property, a rich cultural heritage, bustling entertainment sectors, specialized services like 
healthcare and higher education, and, of course, proximity to jobs.”1  Often playing an integral 
role in supporting downtown, many cities have also hired business improvement district 
directors solely charged with focusing attention on downtown revitalization.  
With all the attention and promotion of downtown, groups of people are increasingly 
viewing downtown as a viable living alternative to the suburbs, creating a small, but important 
real estate niche market.  While that niche remains small (suburbs grew faster than downtowns 
from 1970 to 2000, at 99.7% and 8%, respectively), any growth at all represents a change in 
trend and an opportunity for downtowns. Additionally, for every one downtown area, an entire 
circumference of suburbs surrounds the core.  Metropolitan Public Policy group within the 
Brookings Institution issued a paper entitled “Who Lives Downtown,” highlighting the re-
population of downtown between 1970 and 2000. The highlights of that report follow:  
                                                          
1
 Birch 2 
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 During the 1990s, downtown population grew by 10 percent, a distinct reversal of 
fortune after 20 years of overall decline in the 1970s and 1980s.  
 Additionally from 1970 to 2000, the number of downtown households increased 8 
percent (13 percent in the 1990s alone) and their composition shifted towards smaller 
households of singles, unrelated individuals living together, and childless married 
couples. 
 Downtown homeownership rates more than doubled during the thirty-year period, 
reaching 22 percent by 2000. 
 Downtowns are more racially and ethnically diverse than 20 years ago, with an overall 
increase in Asian and Hispanic populations and a rebound in white population during 
the 1990s. 
 In general, downtowns boast a higher percentage of both young adults and college-
educated residents than the nation’s cities and suburbs. In 2000, 25-to 34-year olds 
represented nearly a quarter of the downtown population—up from 13 percent in 1970. 
Forty-four percent of downtowners had a bachelors degree or higher. 2 
The numbers reported in the Brookings Institution report are based on 2000 Census data, which 
means it excludes an incredible amount of growth that occurred in the real estate housing 
bubble leading up to the 2007 crash. The growth numbers are likely even higher than reported 
in 2000. While the housing bubble drove growth in both suburban and downtown residential—
thus likely not altering the comparative percentage growths—in absolute terms, the number of 
downtown housing units has grown significantly since 2000.  
                                                          
2
 http://www.brookings.edu/Metro/pubs/20051115_Birch.pdf 
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Regardless of its growth compared to the suburbs or its relatively small number, 
downtown residential is important for driving confidence in downtown:   
It provides visible and tangible evidence of urban vitality that has important 
psychological and economic impacts. The occupation of vacant, centrally located 
buildings, the increased presence of people on formerly empty streets, and investment 
in supportive commercial activities and amenities help bring market confidence to 
worn-out downtowns. New residents then follow, creating a virtuous cycle of economic 
growth and development to the city as a whole. 3 
 
As interest and confidence in living downtown grows, overall interest in downtown 
redevelopment grows. As is typical with real estate development, residential typically precedes 
commercial development because a critical mass of patrons is required to support retail and 
commercial uses. According to Christi Welter, co-founder and co-chair of San Jose's Downtown 
Neighborhood Leadership Forum, a group of active downtown residents, 
Good retail can bolster more participation in existing and future social, civic and cultural 
activities by stimulating after-hours foot traffic from transient day workers and from the 
growing number of residents moving into the area … It's an issue of livability. People 
aren't interested in the huge box stores. They are interested in creating a destination 
where people come and shop. It's all designed with unique places that provide various 
services people need as residents.4 
 
                                                          
3
 Birch 2 
4
 Perkins, Broderick. “Special Report: Retail in Downtown San Jose.” June 29, 2001. 
http://www.deadlinenews.com/retail062901.html 
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Questions remain:  how do you attract retail downtown? What kind of retail should be 
downtown? Why has retail not followed residential in the case of most downtowns?5 How can 
we develop more responsive revitalization strategies?   
Retailers and Site Selection: Stuck in Their Ways 
In terms of how to attract retail downtown, we need to understand the retailers 
themselves. The obvious must be stated: retail is a business. Retailers do not locate stores in 
downtown areas out of civic duty or an idealist sense of “what could be.” Retailing is a hard-
charging, dynamic and incredibly competitive business.  
In order to be successful, retail businesses need to establish a competitive advantage. 
There are two components to competitive advantage: operating effectiveness and 
strategic differences. Both are integral to outperforming the competition. In order to 
operate effectively, a business must constantly strive to perform essential activities 
better than its competitors.6 
 
Retailers of all size and scope locate their stores where they have the best chance of 
establishing this competitive advantage and making money. Even retailers who have received 
significant press coverage for taking a chance and locating stores in up-and-coming 
neighborhoods (examples include Urban Outfitters, Starbucks, Target and Home Depot) do not 
locate stores downtown for the good PR.7 They locate downtown because they’ve realized an 
                                                          
5
 Example: Columbus, Ohio. See: Parks, Kevin “Downtown Columbus Population increase hasn't translated into 
retail growth” This Week News. December 28, 2006. http://forum.skyscraperpage.com/showthread.php?t=122724 
6
 http://www.downtowndevelopment.com/pdf/WBrown_SuccessfulDown_EE0C8.pdf 
7
 Urban Outfitters in downtown Knoxville: http://www.metropulse.com/news/2010/mar/10/big-step-forward-
downtown-urban-outfitters/ 
Starbucks: J. Francica, “Location Analysis Tools Help Starbucks Brew Up New Ideas,” Business Geographics 8(8) 
(2000), 32–33 
Home Depot new small store concept: http://www.strategyonline.ca/articles/magazine/20020729/retailers.html 
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urban population provides untapped revenue and the urban store format can provide them a 
competitive advantage: they can deliver their goods and services in a better, highly-valued way 
to the urban population. In most instances, these retailers have figured out new ways to 
analyze traditional demographics, understand the informal cash economy of a neighborhood, 
customize their site selection models, and often gather their own data when it’s not readily 
available (pedestrian rather than traffic count). They are not simply “taking a chance” for the 
good of the community as their marketing departments would have us believe. They are not 
going into new markets out of the kindness of their hearts. They are going into new markets 
because they believe they can establish a competitive advantage and make money doing it. If 
you’re concerned with getting more retail in urban locations, the goal becomes getting more 
retailers to redefine the variables that constitute the location equation. Redefining the 
variables often uncovers hidden money-making opportunities for retailers.  
Traditional site selection models used by retailers and commercial developers are 
concerned with predicting “expected revenues, profitability and return on investment for a 
particular type of business at a particular location, and can help businesses decide whether to 
expand a warehouse or open a new store.”8 Because suburban markets have traditionally (for 
the past several decades, at least) been where the growth is, most of the site selection models 
are tailored for suburban market development. Additionally, suburban markets are typically 
more homogenous, allowing the same model to be deployed time and again as a business 
grows. Both commercial retail developers and the real estate departments of the retailers have 
                                                                                                                                                                                           
Target’s new store format: http://www.newurbannews.com/TargetInsideOct05.html 
Safeway and Whole Foods urban stores: http://www.newurbannews.com/urbansupermarkets.html 
8
 Lee, Alyssa Stewart, and Pari Sabety. “Urban Retail Success: A Case for New Models and Tools” Brookings 
Institution, Inner City Economic Forum. June 2005.  
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become accustomed to a fairly predictable and easily understood growth model.  However, 
retail in urban areas operates much differently than in the suburban context and does not fit 
neatly into the suburban site selection models. For instance, "drive time is a good indicator of 
the distance a consumer will travel in an auto-oriented suburban market, but it does not 
translate well in an urban environment where many people walk or ride public transit rather 
than drive. Moreover, urban markets themselves are quite heterogeneous and require 
customized site selection models to illustrate their nuances.”9 Because the workings of urban 
commercial activity are different than their suburban counterpart, they require different 
measures and models to predict their viability.   
Good data that accurately reflects the market and demographic reality in urban areas is 
difficult to obtain. However, several data sources have launched in the past decade. These 
include SocialCompact.org’s DrillDown city profiles10 as well as a collaboration that’s currently 
being developed by the Brookings Institution's Urban Markets Initiative, the Initiative for a 
Competitive Inner City, the Neighborhood Reinvestment Corporation, and the International 
Council of Shopping Centers. These new analysis tools will allow investors and retailers to rely 
on something other than intuition when pursuing urban retail and commercial development.  
                                                          
9
 Lee 
10
 SocialCompact.org has created a new market analysis tool to help in this process. Originally launched in 1998, 
but only in recent years widely accepted, DrillDown market analysis is an indirect census that counts the 
population and the number of housing units using multiple data sets from public and private sources to build real-
time market profiles of low-income areas. According to their website, “Over the last decade, Social Compact has 
focused its work on the development and deployment of a collection of innovative economic and demographic 
analyses custom tailored for inner-city neighborhoods.  When these analytical tools, most often as part of a Social 
Compact DrillDown profile, are applied to a wide range of transactional data sets, the resulting information is an 
invaluable tool for attracting local investment.  Findings have been successfully used by cities and businesses to 
provide quality financial and municipal services, encourage property as well as small business development, and 
attract retail investment. Unlike most other methodologies, Social Compact’s analyses are not derived from census 
data and are calibrated to measure the vibrant, informal economies of underserved urban areas, integrating 
information about real estate, consumer expenditures, utility usage, bill payments and other critical factors.” 
http://www.socialcompact.org/ 
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Shoppers’ Preferences: Suburban Shopping Centers, Downtown Stores, 
or Online? 
Everyone agrees that in order for downtowns to emerge from the hibernation and 
disinvestment of the second half of the twentieth century, downtowns need to become viable 
places to live, work and play. Many cities are well on their way to reinventing their downtowns, 
but very few have achieved a holistic reinvention because residents, workers, and visitors still 
have to leave the downtown in order to purchase every day necessities. As previously 
discussed, many cities have succeeded in building housing downtown; they’ve championed 
huge public projects such as waterfront redevelopments or massive tourist destinations; 
they’ve redesigned their streets to make them more attractive; they’ve added lighting and 
police patrols to make the streets safer;  they’ve invested in rehabilitating historic landmarks; 
and the list goes on. However, what many cities have failed to achieve is attracting viable retail 
to their downtown. The “if you build it *housing+, they *retailers+ will come” adage of the last 
fifty years has not held true for cities’ downtowns. Even with re-populated downtowns, many 
retailers have not made the jump to urban retail. The question is—why not? The answer is 
complex and does not have one specific answer. As we previously discussed, part of the reason 
is lack of understanding and predictability of urban retail on the part of retailers. Another major 
reason is shoppers themselves. While proclaiming to want more urban shopping, many 
continue to enjoy and utilize suburban shopping. Additionally, the increased popularity of the 
Internet for shopping has tempered demand for more bricks and mortar stores. Our survey 
attempts to understand shopper perceptions and preferences between downtown, suburban 
and online shopping.  
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Survey Details 
Background on Survey: A summary of our survey participants follows. Almost half lived 
in neighborhoods within 5 miles of downtown, while 12% lived in the actual downtown area. 
Another 27% report they live in the suburbs, while the remaining 12% live in rural areas. To 
compare to the national average, 80% of Americans live in metropolitan areas (50% in suburban 
areas and 30% in urban areas) and the other 20% live in rural areas. Figure 1 compares the 
survey responses to the national average.   
 
 
Figure 1. Survey vs. National Home Location Data 
Given that our survey’s categories for home location do not align directly with the 
national statistical designations, it is difficult to ascertain how our data skews from the average. 
However, based on common sense, it is likely that the survey under-reports in the rural areas 
(12% in our survey versus 20% nationally) and over-reports in the urban (many of the 
neighborhoods “close to downtown” would likely fall into the “urban” category on the national 
stats, thus increasing our percentage of urban above the national average of 30%).  
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In terms of where the survey respondents work, an equal 31% percent work downtown 
and in the suburbs, while 16% work within 5 miles of downtown, 5% in rural areas, and 17% are 
unemployed. Figure 2 summarized the survey respondents’ work locations. 
 
Figure 2. Survey Respondents' Work Locations 
Of the survey respondents, 67% were female and 33% were male. The national average 
is 50.9% female and 49.1% male.11  However, given that “women account for 85% of all 
consumer purchases including everything from autos to health care,” the weight toward 
women on a study about retail preferences is acceptable.12 According to a 2009 study by 
Boston Consulting Group, the “female economy”—$5 trillion or more of incremental spending 
by women over the next several years—is larger than the commercial potential represented by 
                                                          
11
 American Factfinder: Gender Brief 2000. http://www.census.gov/prod/2001pubs/c2kbr01-9.pdf 
12
 http://she-conomy.com/report/facts-on-women/ 
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the growth of the consumer economies  of India and China , and bigger than any country’s 
bailout package.”13   
The age of survey respondents is heavily weighted toward the 26-35 and 56-65 age 
segments. Figure 3 shows the ages represented in the survey. Historically, the 18-35 age 
bracket has been the most sought after age demographic by marketers and retailers because 
“younger buyers were less ‘set in their ways’ than their parents so they were more open to new 
products and new brands. Lock them in early and have brand loyalty for life.”14 However, with 
the aging baby boomer population (born between 1946 and 1964, age 46-64 currently), more 
than half of consumer spending is now done by people 50+, which equates to roughly $2.4 
trillion. Admittedly, the survey could benefit from more response in the 36-45 and 46-55 age 
brackets.  
 
 
Figure 3. Age of Survey Respondents 
                                                          
13
 Silverstein, Michael J. and Kate Sayre. “Women Want More: How to Capture More Than Your Fair Share of the 
Female Economy.” Boston Consulting Company, August 2009. 
http://209.83.147.85/publications/files/BCG_Women_Want_More_Aug_09.pdfhttp://209.83.147.85/publications/
files/BCG_Women_Want_More_Aug_09.pdf 
14
 http://villing.com/articles/advertising/most-coveted-marketing-demographic/ 
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Income levels of the survey respondents are skewed higher than the national average. 
Figure 4 shows the respondents’ income levels and national averages. Only 8.5% of national 
households make over $150,00015; however, this segment constitutes the largest segment 
within the survey at 30%.   
 
Figure 4. Survey Respondent Income Levels versus National Household Income 
Survey Interpretation 
Why has downtown retail not taken off?  Several things are holding it back. First, 
consumers continue to do most of their shopping at suburban shopping centers. Between 
traditional suburban shopping centers and the Internet, all but the poorest consumers are able 
to purchase the goods they need at the prices they want.  According to our survey, the majority 
of purchasing for common product categories is done at suburban shopping centers; the only 
                                                          
15
 American Factfinder http://factfinder.census.gov/servlet/STTable?_bm=y&-geo_id=01000US&-
qr_name=ACS_2008_3YR_G00_S1901&-ds_name=ACS_2008_3YR_G00_&-redoLog=false 
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purchase that was more often executed downtown was Restaurants16.  Figure 5 provides a 
summary of where survey respondents most recently shopped for various product categories.  
 
 
Figure 5. Recent Shopping Location for Common Product Categories 
While admitting suburban shopping can be boring17, consumer shopping habits don’t 
seem to be demanding other options en mass.  Only 34% of respondents shopped downtown 
more than once a week, while 44% of reported shopping in a suburban shopping center more 
than once a week.  A staggering 74% of survey respondents disagreed or strongly disagreed 
with the statement “Suburban shopping centers satisfy me in every way no matter what I want 
to buy, so I see no reason for shopping elsewhere.” Yet, 42% of survey respondents find 
suburban shopping to enjoyable, 51% tend to purchase clothes in suburban shopping centers, 
and 67% purchase household goods in the suburbs.  Additionally, while almost three quarters 
                                                          
16
 “Doctor’s Office” and “Personal Care” are the only other categories that weren’t overwhelmingly done at a 
suburban shopping center. They were closer to 50/50. 
17
 22% of survey respondents cited “lack of character” as suburban shopping’s #1 disadvantage—second only to a 
“lack of locally-owned stores” which was cited by 28% as the #1 disadvantage to suburban shopping.  
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of respondents are dissatisfied with suburban shopping, when asked where they think the best 
place to go shopping is, they are almost evenly split between downtown (37%), online (27%) 
and suburban shopping centers (36%).  The main reason for this disconnect between what 
consumers want and how they act: availability of shops. Second only to lack of parking, a “lack 
of stores I like” is a primary disadvantage to shopping downtown.18  Additionally, a strong 
majority of people surveyed said they found a better variety of goods in the suburbs at cheaper 
prices than downtown. 
 To summarize our findings, consumers shop where stores are located, which currently 
is predominantly in the suburbs. However, given opinions revealed in our survey, many 
consumers have negative attitudes about suburban shopping and much more positive ideas 
about downtown shopping. The lesson to retailers and developers: many people would like to 
shop downtown more often—if only the stores they preferred were located there.  
Downtown Retail Best Practices 
In order to attract downtown retail, policy adjustments are needed: both internal 
retailer company policies and federal, state, and local public policies. Retailers need to adjust 
their location decision-making, primarily as described previously in the site selection section. 
Their internal policies should be more open to interpretation and individual analysis, rather 
than relying only on cookie-cutter expansion opportunities. Public policy makers need to 
rewrite public policies to better support downtown retail, rather than continue to give the 
advantage to suburban shopping centers.  Such support can take many forms: from outright 
                                                          
18
 “Lack of parking” received 37% of the #1 votes for biggest disadvantage to downtown shopping. “Lack of stores I 
like” received 26% of the #1 votes. Coming in a distant third, was “Congestion” at 16%.  
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grants, to minimum revenue guarantees, to fast track approval processes. Additionally, 
downtowns need to market themselves cohesively and competitively, making the business case 
to retailers for locating downtown. Following are best practices for revitalizing downtown 
retail:  
Cities (or a group charged with attracting retail downtown, such as a downtown 
partnership), need to provide companies the information they need to make decisions. This 
begins with in-depth demographics such as the MSA and Trade Area statistics. However, the 
city or other recruiting organization should go “above and beyond”, providing non-traditional 
indicators that help make urban retailing decisions, such as pedestrian count, transit usage 
patterns, competitive analysis of nearby store offerings, etc.—all those data points that 
DrillDown attempts to provide. No one knows the area better than local city officials, so they 
should leverage that knowledge when attracting retailers.  
Cities need to make all this information readily available in multiple formats (hardcopy, 
CD-ROM, online download), making it easier for retail site selectors to find the necessary 
information they need. Cities should help make a site selector’s job easier. 
In addition to gathering all the demographic information in multiple formats, cities need 
to provide a real-time listing of available retail sites—both existing buildings and land currently 
zoned for retail or mixed use development. Since most national retailers and many developers 
are located in distant locations, online availability of this information is essential.  
 Another idea to help non-locals understand a city’s retail environment is to create some 
sort of downtown retail plan organized by district. Chattanooga, Tennessee, recently launched 
a new retail initiative that does an excellent job of educating an outside site selector on the 
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various characteristics of different areas of downtown. For instance, their retail plan (see 
Figure 6) color codes each block according to which “district” it falls into: an area mostly 
patronized by local residents on the “Northshore,” the tourism-driven “Riverfront,” the office-
driven “Central business,” the MLK corridor around the local university, and the artsy 
warehouse district called the “Southside.” By defining each of these and explaining their 
differences, a retailer can better understand where they fit.  
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Figure 6. Downtown Chattanooga Retail Districts
19  
Many downtowns have found the use of incentives to be helpful in luring retail to 
downtown locations. Denver, Colorado, is often cited as a good example for its use of 
incentives. Within its Office of Economic Development (OED), they created a group entirely 
devoted to attracting retail downtown called “Retail Denver.” Retail Denver focuses on creating 
an environment that supports downtown retail. According to their website, some of the 
practices they employ to recruit retail are:  
 Business Assistance Center:  A single point of access for inquiries about neighborhood 
retail development opportunities.  Assistance in helping to navigate the city’s permitting 
process for existing or new retail development locations. 
 Assistance in finding a commercial site: Customized market information on specific 
development opportunities and communities. 
                                                          
19
 http://chattanoogaretail.com/retailers/Retail_map_spread.pdf 
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 Loan programs – OED and its partners will consider potential gap financing assistance 
for qualified borrowers. There are two gap financing programs available to businesses 
depending on the business location: Denver’s Revolving Loan Fund (RLF) program and 
the Neighborhood Business Revitalization (NBR) loan program. The goals of the RLF and 
NBR programs are to create jobs in Denver’s targeted industrial and commercial 
business areas and stimulate the revitalization of neighborhood retail districts. To be 
eligible for a loan, your business must: 1) Be located in either the RLF and/or NBR target 
area (click here to see RLF/NBR maps), 2) Secure at least 50% (NBR) or 75% (RLF) of the 
equity and private financing needed for the project, and 3) Submit a complete business 
plan to a Small Business Economic Development Specialist.20 
 Demographic and Market Information:  OED will provide assistance for specific market 
analysis and demographic information. 
 Public improvements program:  OED can provide information and access to a variety of 
public improvement programs and special districts. 
 Link to Business and Neighborhood Associations: OED will assist to strategically plan to 
coordinate these initiatives with developer and neighborhood needs. 
 Start-up and expansion Business Associations and Districts21 
In addition to these retail specific practices, Denver also places a great emphasis on making its 
downtown generally more appealing and attractive by focusing on a 10-step livable downtown 
agenda22:  
                                                          
20
 http://www.milehigh.com/business/business-assistance-center/financing 
21
 http://www.milehigh.com/business/RetailDenver 
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1. Housing Must Be Downtown’s Political and Business Priority 
2. Downtown Must Be Legible 
3. Downtown Must Be Accessible 
4. Downtown Must Have New and Improved Regional Amenities 
5. Downtown Must Be Clean and Safe 
6. Downtown Must Preserve and Reuse Old Buildings 
7. Downtown Regulations Must be Streamlined and Support Residential Growth 
8. City Resources Should Be Devoted to Housing 
9. The Edge of Downtown Should Be Surrounded By Viable Neighborhoods 
10. Downtown Is Never “Done” 
While these steps are particularly geared toward residential revitalization, they apply equally to 
attracting both retailers and consumers to Denver’s downtown and should be considered by 
any city trying to improve its downtown retail landscape. 
 In addition to Denver, cities throughout the U.S. have undertaken retail revitalization 
plans. Many of these cities have employed the expert consulting services of Economic Research 
Associates (ERA) out of Washington, DC, to help them analyze their retail situation. Cities ERA 
has worked for include Nashville, Portland, Austin, Columbia, and many more. After reading 
several of their reports, recurring recommendations include the following23: 
 Cohesive marketing plan for the entire downtown, including entertainment, tourism, 
and retail 
 The formation of a dedicated organization focused on downtown improvement, 
including a dedicated retail recruiter on staff 
 Financing is key and extremely individual—some cities use Business Improvement 
Districts, others use revolving loan funds, some use Tax Increment Financing—all should 
be explored and considered 
 Transportation must be assessed and realistically addressed—both public transit and 
parking 
                                                                                                                                                                                           
22
 Moulton, Jennifer. “Ten Steps to a Living Downtown” A Discussion Paper prepared for The Brookings Institution 
Center on Urban and Metropolitan Policy. October 1999. http://www.brookings.edu/es/urban/moulton.pdf 
23
 Nashville, TN: http://www.nashvilledowntown.com/reports/FinalReport1-29-08.pdf 
Austin, TX: http://www.ci.austin.tx.us/downtown/#retail 
Columbia, SC: http://www.citycentercolumbia.sc/DowntownStrategy_3-31_08final.pdf 
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 The public realm matters—basic improvements to street facades, clean-ups, retail 
window treatments, etc. all add up to create an inviting place to shop. 
 Learn from other cities—a preponderance of case studies exist24 
Conclusion 
In summary, consumers tend to shop wherever is most convenient with the most goods and 
services they most need—currently, that’s in the suburbs.  However, given opinions revealed in our 
survey, many consumers harbor negative attitudes about suburban shopping and much more positive 
ideas about downtown shopping.  The lesson to retailers and developers: many people would like to 
shop downtown more often—if only the stores they preferred were located there. In order to attract 
downtown retail, both the public and private sectors need to adjust their policies. Retailers 
need to adjust their location decision-making, while public policy makers need to adjust public 
policies to better promote and support downtown retail.   
                                                          
24
 http://www.ci.austin.tx.us/downtown//downloads/dtaustin_retail_appendix_iv-v.pdf 
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Appendix A. Survey Questions 
 
Shopping Preferences: Downtown, Suburban, or Online 
 
 
Shopping Preferences: Downtown, Suburban Shopping Center, or Online? 
 
Page 1 - Heading  
BACKGROUND INFORMATION. This survey is completely anonymous. However, if you prefer not to 
answer any of these questions, feel free to select "n/a." 
 
Page 1 - Question 1 - Choice - One Answer (Bullets)  
What is your age? 
 
 16-25 
 26-35 
 36-45 
 46-55 
 56-65 
 66-75 
 76-85 
 n/a 
 
Page 1 - Question 2 - Choice - One Answer (Bullets)  
What is your sex? 
 
 Male 
 Female 
 n/a 
 
Page 1 - Question 3 - Choice - One Answer (Bullets)  
What is your annual household income? 
 
 less than $30,000 
 $30,000-$80,000 
 $80,000-$150,000 
 above $150,000 
 n/a 
 
Page 1 - Question 4 - Choice - One Answer (Bullets)  
Where do you live? 
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 Downtown 
 Neighborhood close to downtown (within 5 miles) 
 Suburbs (5+ miles from downtown) 
 Rural area 
 n/a 
 
Page 1 - Question 5 - Choice - One Answer (Bullets)  
Where do you work? 
 
 Downtown 
 Neighborhood close to downtown (within 5 miles) 
 Suburbs (5+ miles from downtown) 
 Rural area 
 I am not employed 
 n/a 
 
Page 1 - Heading  
SHOPPING HABITS 
 
Page 1 - Question 6 - Open Ended - One or More Lines with Prompt  
Where did you last buy the following goods and services? Answer Choices: DT (downtown), SSC 
(suburban shopping center), I (Internet), or Other: 
 Groceries  
 Restaurant  
 Doctor's Office  
 Furniture  
 Clothing  
 Hardware/Home 
Maintenance 
 
 Personal Care  
 Electronics  
 
Page 1 - Question 7 - Choice - One Answer (Bullets)  
How many times per week do you shop and make a purchase Downtown? 
 
 less than once a week 
 once a week 
 2-5 times a week 
 almost everyday 
 multiple times per day 
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Page 1 - Question 8 - Ranking Question  
Common reasons people enjoy shopping downtown are listed below. Please tell us how you would rank 
these ADVANTAGES of shopping DOWNTOWN, 1 being the most important 8 being the least important  
to you. 
 
1 2 3 4 5 6 7 8 
M o r e  s p e c i a l i z e d  g o o d s 
       
H i g h e r  q u a l i t y  g o o d s 
       
Conven ient  p ub l ic  t ra nspo rtat ion  
       
E n j o y a b l e  p l a c e  t o  s h o p 
       
C l o s e  t o  h o m e 
       
S t o r e s  c l o s e  t o g e t h e r 
       
Can do several errands at one t im e 
       
M o r e  l o c a l l y - o w n e d  s h o p s 
       
 
Page 1 - Question 9 - Ranking Question  
Commonly cited drawbacks to shopping downtown are listed below. Please tell us how you would rank 
these DISADVANTAGES of shopping DOWNTOWN, 1 being the biggest disadvantage, 8 being the least. 
 
1 2 3 4 5 6 7 8 
E x p o s u r e  t o  t h e  e l e m e n t s 
       
T a k e s  t o o  l o n g  t o  s h o p  t h e r e 
       
L a c k  o f  p a r k i n g 
       
H i g h  c o s t  o f  p a r k i n g 
       
C o n g e s t i o n 
       
T o o  f a r  t o  g o 
       
L a c k  o f  s t o r e s  I  l i k e 
       
L a c k  o f  s a f e t y 
       
 
Page 1 - Question 10 - Choice - One Answer (Bullets)  
How many times per week do you shop and make a purchase at a Suburban Shopping Center? 
 
 less than once a week 
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 once a week 
 2-5 times a week 
 almost everyday 
 multiple times per day 
 
Page 1 - Question 11 - Ranking Question  
Common reasons people enjoy shopping in suburban shopping centers are listed below. Please tell us 
how you would rank these ADVANTAGES of shopping in a SUBURBAN SHOPPING CENTER, 1 being 
the  most important 8 being the least important to you. 
 
1 2 3 4 5 6 7 8 
C l o s e r  t o  h o m e 
       
L e s s  c r o w d e d  a n d  n o i s y 
       
M o r e  c o n v e n i e n t  h o u r s 
       
E a s y  p a r k i n g 
       
C l e a n  a n d  m o d e r n  s t o r e s 
       
F r i e n d l y  s e r v i c e 
       
C h e a p e r  P r i c e s 
       
V a r i e t y  o f  s t o r e s 
       
 
Page 1 - Question 12 - Ranking Question  
Commonly cited drawbacks to shopping in suburban shopping centers are listed below. Please tell us 
how you would rank these DISADVANTAGES of shopping in a SUBURBAN SHOPPING CENTER, 1 
being the biggest disadvantage, 8 being the least. 
 
1 2 3 4 5 6 7 8 
P o o r  p u b l i c  t r a n s p o r t a t i o n 
       
L a c k  o f  l o c a l l y - o w n e d  s t o r e s 
       
Not all kinds of business represented  
       
T o o  f a r  t o  g o 
       
C o n g e s t e d  t r a f f i c  c o n d i t i o n s 
       
L a c k  o f  c h a r a c t e r 
       
T a k e s  t o o  l o n g  t o  s h o p  t h e r e 
       
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L o w  q u a l i t y  o f  g o o d s 
       
 
Page 1 - Question 13 - Choice - One Answer (Bullets)  
How many times a week do you shop and make a purchase online? 
 
 less than once a week 
 once a week 
 2-5 times a week 
 almost everyday 
 multiple times per day 
 
Page 1 - Question 14 - Ranking Question  
Common reasons people enjoy shopping online are listed below. Please tell us how you would rank these 
ADVANTAGES of shopping ONLINE, 1 being the most important 9 being the least important to you. 
 
1 2 3 4 5 6 7 8 
Q u i c k  a n d  e a s y  t o  f i n d  i t e m s 
       
D o n ’ t  h a v e  t o  t r a v e l 
       
V a r i e t y  o f  g o o d s 
       
A v a i l a b i l i t y  o f  p r i c e  c o m p a r i s o n  
       
D e l i v e r e d  d i r e c t l y  t o  y o u r  h o u s e 
       
C h e a p e r  p r i c e s  a n d  s a l e s 
       
O p e n  2 4  h o u r s 
       
P r i v a c y  o f  s h o p p i n g  f r o m  h o m e 
       
 
Page 1 - Question 15 - Ranking Question  
Commonly cited drawbacks to shopping online are listed below. Please tell us how you would rank these 
DISADVANTAGES of shopping ONLINE, 1 being the biggest disadvantage, 8 being the least. 
 
1 2 3 4 5 6 7 8 
F r a u d  a n d  s e c u r i t y  c o n c e r n s 
       
L a c k  o f  h u m a n  s e r v i c e 
       
C a n ’ t  s e e  o r  t r y  o n  t h e  i t e m 
       
L a c k  o f  i n - s t o r e  e x p e r i e n c e 
       
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Overwhelmi n g n umbe r  o f  opt ion s 
       
Requires computer access and skill s  
       
D e l i v e r y  l a g  t i m e 
       
D i f f i c u l t  r e t u r n s 
       
 
Page 2 - Heading  
Almost done--these questions won't take long!!  
Please indicate for each of the following statements whether you "strongly disagree," "disagree," "are 
undecided," "agree," or "strongly agree." 
 
Page 2 - Question 16 - Rating Scale - One Answer (Horizontal)  
Comparing goods of equal quality, I find that suburban shopping centers are cheaper than  downtown 
stores. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 17 - Rating Scale - One Answer (Horizontal)  
I find better quality of goods in suburban shopping centers. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 18 - Rating Scale - One Answer (Horizontal)  
I find better variety of goods in suburban shopping centers. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 19 - Rating Scale - One Answer (Horizontal)  
I consider the experience of shopping in a suburban shopping center to be enjoyable. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 20 - Rating Scale - One Answer (Horizontal)  
When shopping downtown, I find the amount of walking required is altogether too much. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 21 - Rating Scale - One Answer (Horizontal)  
As far as I am concerned, the cost of transportation to get downtown matters. 
N o t  a t  a l l A  l i t t l e S o m e M u c h V e r y  m u c h 
    
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Page 2 - Question 22 - Rating Scale - One Answer (Horizontal)  
Parking is the primary reason I don't shop downtown more often. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 23 - Rating Scale - One Answer (Horizontal)  
Downtown is a good place to combine different kinds of shopping and other things I may want to do. 
S t r o n g l y  A g r e e A g r e e U n d e c i d e d D i s a g r e e S t r o n g l y  D i s a g r e e 
    
 
Page 2 - Question 24 - Rating Scale - One Answer (Horizontal)  
I prefer to shop downtown as opposed to a suburban shopping center because the overall experience 
and character of downtown is more enjoyable. 
S t r o n g l y  A g r e e A g r e e U n d e c i d e d D i s a g r e e S t r o n g l y  D i s a g r e e 
    
 
Page 2 - Question 25 - Rating Scale - One Answer (Horizontal)  
When I go shopping for clothing, I have a tendency to: 
browse and purchase downtown browse and purchase in a SSC  browse and purchase online browse online and purchase downtown browse online and purchase in a SSC  browse downtown and purchase online browse in a SSC and purchase online  
      
 
Page 2 - Question 26 - Rating Scale - One Answer (Horizontal)  
When I go shopping for household goods, I have a tendency to: 
browse and purchase downtown browse and purchase in a SSC  browse and purchase online browse online and purchase downtown browse online and purchase in a SSC  browse downtown and purchase online browse in a SSC and purchase online  
      
 
Page 2 - Question 27 - Rating Scale - One Answer (Horizontal)  
When I shop for luxury goods or other special purchases, I have a tendency to: 
browse and purchase downtown browse and purchase in a SSC  browse and purchase online browse online and purchase downtown browse online and purchase in a SSC  browse downtown and purchase online browse in a SSC and purchase online  
      
 
Page 2 - Question 28 - Rating Scale - One Answer (Horizontal)  
Suburban shopping centers satisfy me in every way no matter what I want to buy, so I see no reason for 
shopping elsewhere. 
S t r o n g l y  D i s a g r e e D i s a g r e e U n d e c i d e d A g r e e S t r o n g l y  A g r e e 
    
 
Page 2 - Question 29 - Rating Scale - One Answer (Horizontal)  
All things considered, I think the best place to go shopping is: 
D o w n t o w n O n l i n e S u b u r b a n  S h o p p i n g  C e n t e r 
  
 
Page 2 - Question 30 - Open Ended - Comments Box  
Feel free to leave any additional comments about your preferences for shopping. 
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Thank You Page 
(Standard - Zoomerang branding) 
 
Screen Out Page 
(Standard - Zoomerang branding) 
 
Over Quota Page 
(Standard - Zoomerang branding) 
 
Survey Closed Page 
(Standard - Zoomerang branding) 
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